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Introduction 

Tesco is one of the largest companies in the word, they do have multiple stores in different countries, they are one of the biggest retailers and the operate across UK, they have also online stores, and they offer variety of products, including essential food, bathroom suppliers, Electronics, and their famous Brand “George”- a good quality clothes.
In this report I will, analyse Tesco background history of the company, also I will analyse the company growth over the years, their Business Strategy and organisational structure I will also make a VRIO analysis of the company, also will be discussed the company financial situation, Tesco business model and I will make a recommendation for future business Strategy.



Company Background 

Tesco was Founded in 1919 Jack Cohen, first they were a small market stall, but they grow up very fast opening their first Store in 1929 in London, the original name of Tesco was T.E Stockwell, in 1924 the company name was changed to Tesco.
This company never stopped to expand even from the old times, the opening of their first store was Middlesex in 1921, and the interesting thing is because they had a self-service which was not very common for the old times, so they bring an innovation. (Ryle., 2013)
In 1990 Tesco CEO was Terry Leahy, under his management the company experienced some of the most powerful years in their history , they expanded their market in Ireland , Eastern Europe and Asia , on such as early time as 20th Century they already start to sell electronics and clothes which was new and unusual to the market because they was combining food retailing with electronics and also clothes , which was incredible 
The company continued to grow to 21st Century they have become one the most powerful food retailer in the UK, and globally.
However, they faced some issues in the late 2000 because the competition on the market was increasing.
Now days Tesco remains one of the most stable companies in the UK, and their revenue in 2022 was more than 60 billion pounds. (Anon., 2022)




Main Body 


Key Business Strategies of Tesco and its operations 

Porter Generic Strategies for Tesco
Cost Leadership: The organisation earns large share in market by satisfying needs of customers through building competitive benefits by meeting their specific preferences and needs. The company operates at large scale and its production is also done at large scale in large units. (Norin Arshed, 2016) They aim to focus on customer satisfaction by giving them a quality products and they focus on the cost and of the current economics of the country , their advantage is having their own land , growing fresh vegetables by them self , also they have their own Farms where the grow animals and we know where our food is coming from , and they have their own manufacturing which is helping them to control the price per unit.


Differentiation: Tesco not only have their cost leadership on the market ,but they also focus on differentiation they want to be different from their competitors , by providing the customers with extraordinal experience while they shop they are showing them that they care about them , and they offer them their own brand products such as “Everyday Value “ , and also they have instore assistants and self-services which help customers and like that Tesco is showing the customers care , which is highly appreciated by all of us , and like that they are different from others such as Asda , Sainsbury and Morrisons. (Anon., (Summer 2005)).


Cost focus: The company has lower focus on cost strategy because they feels consumer will buy products at any price if they get total worth of their spending from the product in which they are spending. The organisation produces diverse product and sale them at different prices according to its target market and their financial background. The premium quality product is bit expensive (Marwa Firoz Suleman, 2019)However, there are products that are highly reasonable for people. The organisation not aiming at offering products at lowest rates instead they are targeting to attract people through offering best quality products to people. 



Differentiation Focus: This is main forte of Tesco is  by adapting differentiation focus they try to please their potential customers. Along with differentiation, organisation also gives high importance to innovation that can cater present need of their customers.  The objective of Tesco  generic force is to expand and grow company by making intensive efforts for developing products. Differentiation also improved in company by expanding its product portfolio for attracting consumers. In its advertising campaign they try to build a superior image of its product which indicates that product of Tesco are supreme than other brands. This message tends to create superior image in consumer mind and helps Tesco  to obtain its mission. 




Ansoff Matrix of Tesco 
 
Market Penetration 

Tesco has tried and succeed several times to grow up their presentence in the market, by opening new working places, (Andrews, 2019) they also increasing their sales in existing markets, they are also using marketing tricks such as loyalty programs, their famous club card where they offer discount products to their existing customers, and like that they are gaining the customer satisfaction and sympathy. They also have tried to go to the Asian Market.





Product development

Tesco are not just selling a food and essentials but they are also selling non-food products such as electronic, and clothes which is making them different from their competitors and is winning them the customers love , because as a customer is much more convenient to go to one store or one single location and to be able to buy anything you need from Jumper to milk and charger plug.



Market Development 

Tesco has tried to go to new markets since they are opened their first store, some of the new markets was successful othered were not. Successful Market were Ireland, and Eastern Europe, and Asia.
Not very successful was their try to go into the US market as they didn’t done enough of a research for the US customer they also had the store in a very unappropriated location and they didn’t think that American customer prefers to do their shopping daily , and the UK customer do their shopping weekly which is something that Tesco managers didn’t think about. (CNBC, 2019)

Diversification: Tesco has used diversification strategy, like that they try to win new industries and new markets, they have opened Tesco Express, and online shopping with delivery which allows them to have at least 3 shops in each town In UK , one of the was necessary Tesco  express which is in a little bit far locations by others. (Jay, 2022).


Analysis of Tesco key competencies and recourses 
 
Strong Brand Equality: Tesco has builded a strong image over the years, they prove their customers that they are stable , and that they offer them only high standard and good quality products , and also the they have their reputation among others, they also don’t forget about the affordability and they don’t overprice their products, which sometimes other retailers do with this they are able to keep their loyal customers and even to attract new customers .

Extensive Store Network:  Tesco has to many stores in the United Kingdom, but also internationally, which allows them to stay stable on the market and to show physical presentence, and to have economics advantage and to stay stable on the economics of Scale. (Steve Wood, 2016)


Advanced Supply Chain Management: Tesco had invested too much in their supply chain management capabilities the company has created so stable strategy that allowed them to make sure their delivery is on time , they also very strong in time management and they aways have deliveries in time on their store , which allows customers to be aways satisfied and they are very strong with their logistic and supply chain, and they maintain high level of services, and like that they minimize the cost of the products.

Technological Infrastructure:  They have invested too much in their theology example of that is their online shopping platforms and the way that customers can do shopping just with one click of their phones and personal computers, also the self-checkout itself is very advantage technology.
The management of Tesco is high level, and they have very smart strategy offering the customers promotions and discounts on daily basis.

Private Label brands:  Tesco have their own brands such as ‘Value ‘and ‘Finest”.
The Value brand of Tesco has a product which are cheaper than the others on products which are offered in the store, and they are the same kin for an example the price of tomatoes jar in other brand is way more expensive than the Tesco value brand. And the Finest brand they are luxury products with a great quality I had the privilege to work in one of the factories where they manufacture tomatoes form the brand “Finest”.
And with all thing strategies Tesco is maximalising their profit.


Customers Insist and Data analysis: Tesco has a lot of Customers and they also created a data-Reach program (using cookies) , which allows them to know the customers behaviour and presents , and like this they are able to offer them satisfaction and offers and also they are able to make data- driven Business Decisions.

Skilled Workforce: Tesco is Investing in their workforce, by making sure each other their employee is well trained, and they have necessary skills to provide customers satisfaction, they offer them different programs which Tesco has developed specially for them. (Northrop, 2013)

VRIO Analysis of Tesco 
 
· Value: Tesco management strategy and the way how they are treating customers making them different from others, and like that they are stronger than their competitors 
· Rarity: Tesco is rare because they have too many stores in the UK and internationally, which makes Tesco different from the other well-known retailers.
· Inimitability: Their products can’t be imitated because they spend too much time and research to obtain their brand and to make sure that their products and with good quality and hard to imitate. Tesco has created strong image brand, and it takes too much time and afford to imitate.
· Organisational Support – They have developed very strong marketing strategy, and their team is well trained which is allowing them to provide best customer service and their staff has way too good communication skills. (Richard Whittington, 2019)
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The VRIO  analysis reflected that Tesco is operating very well in retail market by adapting product differentiation strategies. However, the company can focus on expanding product portfolio by introducing its product range for Foreigners  . This will give new opportunity to Tesco for targeting new segment of market and increasing its revenue in future. The sustainable strategies of Tesco are placed well in company at workplace such as no discrimination policy and policy that will promote world, which is free from any kind of waste. The sustainable strategy can be further improved by using electrical vehicles for transporting goods to reduce pollution. Further, it can provide employment opportunities to local residents where organisation has its stores and manufacturing units that will enhance equality. They can change packaging of commodity with package that is easily recycled by customers at home to increase positive image of brand. 
Also they can focus on continuing their successful marketing strategy and they are workforce, also to expand store network , so they can increase market share ,to continue to invest in technological advancements , which will provide the customers with great experience.


Conclusion:  To summarise , Tesco enjoys a significant competitive edge in the retail sector because of its wide network of stores, solid brand recognition, and effective supply chain management. The organisation has adeptly adjusted to evolving consumer inclinations and adopted technology to augment customer satisfaction and streamline business processes.
Tesco needs to keep spending money on marketing and communications to build its brand, strategically grow its network of stores, and streamline its supply chain operations in order to maintain its competitive edge. Maintaining an advantage over rivals and satisfying changing client demands will also require embracing technology breakthroughs and strengthening organisational capacities.
Tesco can maintain its competitive edge, draw in new business, and keep hold of its current clientele by adhering to these suggestions. Tesco's customer-centric strategy and dedication to innovation.
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